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ABSTRACT
The purposes of this study were to examine the difference
between Facility Management Systems, in-house versus
outsourcing, in service quality of sport public sport centers, as
well as examine the aspects of service delivery. The sample
consists of 302 sport center consumers from different regions of
Hong Kong. The Chinese version of SERVQUAL was used to
measure consumer expectations and perceptions on sport
centers’ service quality. The participants were invited to fill out
the questionnaires at the public sport centers. Findings showed
that consumers’ expectations between the public and outsourced
sport centers were the same. On the other hand, the outsourced
Facility Management System received a higher rating of service
quality perceptions from the consumers than the in-house
Facility Management System in public sport centers. Moreover,
females perceived outsourced Facility Management System led
to higher tangible service quality perceptions than in-house but
no effect on males.

INTRODUCTION
Outsourcing has been a progressively favored option in many businesses that has developed and
evolved over the years and become a popular practice in sports industry (Kurdia et al., 2011; Lee,
and Walsh, 2011; Vetráková et al., 2013). Outsourcing has been used to specify several different
kinds of management actions such as all sub-contracting relationships between firms, and the hiring
of workers in non-traditional jobs such as contract workers (i.e. labor jobs) (Harland et al., 2010).
Outsourcing enabled companies to combine funds and labor so they could put more emphasis into
developing their core competencies. Moreover, the advantage of outsourcing was that companies
achieved specialized knowledge and skills from vendors. This knowledge and skill development
promoted a companies’ core competencies (Atesci et al., 2010). Another major advantage of
outsourcing was that it allowed client organizations to focus more on their core business. According
to Boguslauskas and Kvedaraviciene (2009), core competencies brought a continual competitive
advantage to companies. Choudrie, Grey, and Selamat (2009) also stated that companies who
practiced outsourcing, gained advanced technical resources throughout the process. Furthermore,
the new technical resources that were gained, aided in the core competencies of companies. This
orientation between vendor and client was what allowed the sharing and development of a
company’s core competencies in the process of outsourcing (Yong et al., 2013).
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Although outsourcing has many advantages, it also has many disadvantages. One of the major
disadvantages was that sometimes outsourcing actually added costs to a company. Production costbased decision-making propositions tended to pursue more outsourced business, but if the activity
within the company increased its current need for resources, such as the regulation and supervision
of the agreement, it meant greater costs. This dilemma was particularly important for the companies
who tended to face tremendous resource constraints. Empirical evidence showed that outsourcing
decisions made as a general rule, often resulted in low efficiency of resource access opportunities
(Tsai et al., 2011). Even though numerous supporters of outsourcing have argued that outsourcing
reduced the cost of governance, the experiential records showed that the outsourcing actually
increased the cost of giving consumer services (Durant et al., 2009). According to Johnson, Sawaya,
and Natarajarathinam (2013), many hidden costs were usually disregarded. Hidden costs were areas
that were not directly measured, for example the amount of time it took to train a new employee and
ensure that they understood the company’s values (Caruth et al., 2013). This neglect could have
resulted in poor sourcing options and inaccurate estimates of what the real costs of outsourcing were.
Since it was extremely difficult to calculate the comprehensive costs of outsourcing, neglecting these
hidden costs could have resulted in catastrophic damages to a company.
Along with increased logistics, outsourcing has also created numerous concerns about a company’s
appearance. One of the concerns was that a company risks losing contact opportunity with
consumers if their appearance was tainted from poor outsourcing. Besides, research has not always
suggested that service quality has been improved through outsourcing (Caruth, et al., 2013). Relph
and Parker (2014) research showed that a company outsourcing logistics to third party often caused
that company to lose contact opportunities with their customers. On top of having to possess a great
deal of knowledge to run their own company, a company was also asked to transfer that knowledge
to an outside company that might know very little about their business specifically. This
inconvenience would often lead to a misinterpreted relationship. A successful company requires a
great amount of time to identify and practice its core concepts of business. If these core concepts
were not immediately followed by the third party, consumer satisfaction of that the company would
have decreased. When a company chose to outsource, there was commonly a reduction in the quality
of service, especially when the outsourcing provider did not understand the necessary core concepts
of the company. This made it very difficult to achieve a high service level (Braun et al., 2011). To no
surprise, Yusuf and O’Connell (2013) also indicated that the perceived service quality has decreased
along with actual service quality.
OUTSOURCING SPORT FACILITIES
Outsourcing has become popular in many sports facilities (Vetráková, et al., 2013). Sport facilities
require a tremendous amount of people to keep the place up and running especially on event days.
Thus, keeping up with the diversified departments of the facility that have not directly affected the
facility might become frantic and costly. This was why large facilities such as sport centers, stadiums
and civic centers benefited from outsourcing (Kurdia et al., 2011). According to Jyoti and Arora
(2013), previous research showed that outsourcing reduced cost, enhanced quality, enhanced
businesses performance, increased sales, innovative ideas, provided access to new technology, and
used resources not available internally.
One of the major benefits of outsourcing was having all non-core activities of the organization
covered, which would make daily activities easier on management. Areas that were commonly
covered by outsourcing included housekeeping, kitchen services, security and building setup, or
interior and gardening services (Kurdia et al., 2011). Even though these activities were not
considered to be core activities they were essential requirements in management of any sport
facility.
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Furthermore, sport facilities could outsource areas such as marketing, concessions, merchandising,
sales, janitorial functions, maintenance functions, construction, and human resources to another
company to handle these responsibilities (Gorener et al., 2012). By outsourcing these areas to
another company, owners and managers of sport facilities would be able to focus their time and
attention on more important tasks such as event and game scheduling, changeover, and budgeting
(Lee, and Walsh, 2011). Consequently, outsourcing has become more popular within sport facilities
by not only relieving a facilities unneeded headaches but helping to reduce expenses (Kurdia et al.,
2011). In addition, through outsourcing, companies could focus on core activities, save on costs,
access to greater experience, improve performance, and have flexibility (Tayauova, 2012). They could
concentrate and perform well in primary activities which was the secret to success (Kurdia et al.,
2011). By outsourcing specific tasks to an outside company, sport facility managers were better able
to focus on more important functions related to budgeting, expenses, event planning, training of inhouse employees, and other day-to-day functions within their facility. Studies also showed that 85%
of a facility’s drive to outsource was the intention to gain experts so they could increase their quality
in services (Natukunda, and Pitt, 2012).
Current research showed that companies, specifically ones who implement outsourcing, achieved
lower costs of labor (Jordan and Owusu-Nyamekye, 2013). One other operating cost that could be
decreased by outsourcing was information technology or IT. IT can be anything from a customer
check in-system at a recreation center, to the control of a HVAC system in an entire facility.
However, firms must have some level of internal investment in their facility’s information technology
system in order to achieve a reduction of costs from outsourcing (Han and Mithas, 2013). An example
of this would be a firm having ownership over the equipment used in their facility’s wireless internet
system that is controlled by a company in another state or even country.
SERVICE QUALITY OF OUTSOURCING SPORT FACILITIES
The concern of quality issues has become highlighted in all types of service organization (Milakovich,
1995). The growing competition and the changing of consumer expectations induced the urgency of
organizations to identify the strategies to increase their competitive power. To achieve this, many
organizations focused on improving the service quality and devoting the feedback of customers to
maintain their competitive advantages (Parasuraman et al., 1988).
The most widely adopted description of service quality was based on the Parasuraman, Zeithamal,
and Berry study in 1985. Parasuraman and his colleagues (1985) stated that “quality is an elusive
and indistinct construct. Often mistaken for imprecise adjectives like goodness, luxury, shininess, or
weight, quality and its requirements are not easily articulated by customers” (p. 42). Parasuraman,
Berry, and Zeithamal (1991) further stated that “service quality, as perceived by consumers, stems
from a comparison of what they feel service firms should offer (i.e. from their expectations) with their
perceptions of the performance of firms providing the services” (p. 423). Subsequently, Parasuraman
and his colleagues (1991) have developed the 22-item SERVQUAL instrument which is comprised of
five dimensions to evaluate service quality across difference services. The five dimensions are
Tangibles, Reliability, Responsiveness, Assurance, and Empathy. Parasuraman (1985) also invented
and utilized the Gap Model concept to identify the discrepancy of service quality. The Gap Model was
used to compare the differences between consumer expectations versus perceptions in all five
dimensions of service quality.
Facility management outsourcing involved turning over the management and decision making
authority to someone outside of the organization. Consequently, managers losing control over certain
functions that are outsourced within their facility can greatly impact the service quality. Once the
decision to outsource has been reached and the process itself has begun, managers must be dedicated
to controlling the quality of outsourcing. Moreover, the risks and benefits of outsourcing needed to be
weighed and a strategy put in place to ensure quality services (Harland et al., 2010). Therefore,
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outsourcing quality needed to be measured and controlled to determine if the job was better done inhouse or out of house (Chakrabarty et al., 2008). A measurement standard in the form of
quantitative information was needed when outsourced business services were being examined
(Ikerionwuc et al., 2014). After the data was gathered, a quantitative analysis should be done to
determine reliability and consistency of the performance (Ikerionwuc, et al., 2014).
In Hong Kong, the Leisure and Cultural Service Department (LCSD) had been adopting a cost
effective outsourcing approach to meet the government’s initiative. This approach was to include the
private sector participation in the provision of service and management of the facility, to achieve the
efficiency. According to the LCSD Annual Report in 2014, the outsourced project included the
cleansing, security guard, horticultural maintenance and sport center management (Leisure and
Cultural Services Department, 2014). In March 2014, there has been 107 outsourced contracts
formulated with the amount of HK$3,496 (US$448.2) million dollars. For instance, 14 sport centers
were being outsourced by LCSD (Audit Commission, 2014). Several research studies have focused on
service quality of sport centers (Gürbüz et al., 2012; Soita, 2012; Veerasamy et al., 2013), however,
there was limited research on the impact of outsourcing on service quality in sport facilities. This
study was sought to add to the body of knowledge in this area. Thus, the purposes of this study were
to examine the difference between Facility Management Systems in service quality of sport public
sport centers, as well as examine the aspects of service delivery. The two main Facility Management
Systems were in house Facility Management System and outsourced Facility Management System
and the five dimensions to evaluate service quality were Tangibles, Reliability, Responsiveness,
Assurance, and Empathy.
METHODOLOGY
Participants
A total of 302 consumers from six different LCSD public sport centers in Hong Kong Island, Kowloon
and New Territory participated in this study.
Instrument
Development of the questionnaire involved (a) a study of related literature, (b) review by an expert
panel, and (c) a pilot test. The questionnaire was originally written in English and then translated
into Chinese. This questionnaire was reviewed for content validity by a panel of experts, consisting
of administrators and professors in the sport and leisure field, a linguistic expert and a survey
development specialist. Minor changes were made to the wording of several questions. After
confirming the content validity, the questionnaire was pilot-tested using 40 consumers of the sport
center to assess the validity and reliability of the questionnaire. They were asked to complete the
questionnaire. Subsequently, these individuals were not included in the final study. Based on the
results of the pilot study, further modifications of the questionnaire were made in order to clarify
some ambiguous wording in the Chinese version.
The questionnaire in this study contained three parts. Part I and part II were the 22-item
SERVQUAL (Parasuraman et al., 1991) to measure the consumer expectations and perceptions of
service quality. The participants were asked to rate service quality using a 7-point Likert-type scale
ranging from “least importance” to “most importance” for expectations of sport center service and
“strongly disagrees” to “strongly agree” for actual experience of the sport center service. The final
part consisted of ten questions related to usage patterns and demographic information.
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Data Collection Method
Upon completion of the pilot study, questionnaires were distributed at the six different sport centers
in Hong Kong Island, Kowloon and New Territory. Out of these six sport centers, three sports center
was managed by the LCSD and other three were managed by outsourcing agencies. The stratified
sampling method was used for questionnaire distribution. The participants were invited by the
trained interviewer to fill out the questionnaires after the consumer completed using the public sport
centers. The distribution locations were at the main entry of each sports center. The entire procedure
yielded a total of 302 valid and usable questionnaires.
Data Analysis
The data was analyzed using three statistical techniques. Frequency distribution was used to
describe the demographic information and utilization pattern of the participants. Paired Sample ttests were used to measure the service quality gap between consumer expectations and perceptions.
Two by two Factorial Analysis of Variance (ANOVA) tests were performed to identify the differences
between Gender and Facility Management System with regard to service quality expectations and
perceptions respectively and the gap scores. All statistical tests were performed with the alpha level
set at .05.
RESULTS
Participants Profiles
The participants’ profiles provided much valuable information to the government to monitor service
delivery of both in-house and outsourced sport centers. A total of three hundred and two (N = 302)
usable responses which consisted of 150 males and 152 females. As Table 1 reveals, the majority of
participants were currently employed (68.9%), married or married with children (53.0%), held college
degrees (59.6%), utilized sports centers 1-6 times per month (54.3%) and age range of 21-60 (76.5%).
In addition, thirty-eight percent of participants had monthly income level at HK$10,001 – 20,000.
Moreover, close to half of the usable responses collected from outsourced facilities (48.7%) and the
other half from LCSD managed facilities (51.3%).
Table 1
Participants Profiles (N=302)
Participants Characteristics
Gender
Male
Female
Age Group
20 or under
21 to 60
61 or over
Education Level
High School or below
College Graduate
Employment Status
Other (students; retired; housewives; unemployed)
Currently Employed
Income Level
10000 or Below

n

%

150
152

49.7
50.3

52
231
19

17.2
76.5
6.3

122
180

40.4
59.6

94
208

31.1
68.9

109

36.1
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10001 - 20000
20001 or above
Marital Status
Single
Married
Married with children
Utilization Rate
Infrequent Users (less than 1 per month)
Average Users (1-6 times per month)
Frequent Users (7 times or over per month)
Facility Management System
LCSD
Outsourcing Contractors

117
76

38.7
25.2

142
117
43

47.0
38.7
14.2

74
164
64

24.5
54.3
21.2

155
147

51.3
48.7

Consumer Service Quality Expectations and Perceptions
The reliability analysis results showed that the Cronbach Alpha coefficients for each service quality
expectations dimensions ranged from .78 to .86 and the overall expectations Cronbach Alpha
coefficient was .94. These indicated service quality expectations questions were internally consistent
and reliable (see table 2). Concerning mean scores for each service quality expectations dimensions,
they were ranged from 5.59 to 5.83. These corresponded roughly to “5” (slightly importance) and “6”
(importance). Besides, the reliability dimension received the highest mean scores (M = 5.83, SD = .76)
followed by responsiveness (M = 5.82, SD = .70), assurance (M = 5.77, SD = .82), empathy (M = 5.77,
SD = .75), and tangible (M = 5.59, SD = .76) respectively. Likewise, the overall expectations mean
scores was 5.76 with SD = .63.
Table 2
Reliability Analysis and Rank Order on Mean scores for the Service Quality Expectations (N=302)
Rank
1
2
3
4
5

Dimensions
Reliability
Responsiveness
Assurance
Empathy
Tangible
Overall

Coefficient α
.86
.78
.83
.83
.81
.94

Number of Items
5
4
4
5
4
22

Mean
5.83
5.82
5.77
5.77
5.59
5.76

SD
.76
.70
.82
.75
.76
.63

Min
1
1
1
1
1
1

Max
7
7
7
7
7
7

The service quality perceptions questions were also proved to be internally consistent and reliable.
Correspondingly, the Cronbach Alpha coefficients for each service quality perceptions dimensions
ranged from .86 to .90 and the overall perceptions Cronbach Alpha coefficient was .96 (see table 3).
The mean scores for each service quality perceptions dimensions ranged from 4.89 to 4.96, these
resembled roughly to “5” (importance). Furthermore, the responsiveness dimension of service quality
received the highest mean scores (M = 4.96, SD = .81) followed by empathy (M = 4.94, SD = .84),
reliability (M = 4.94, SD = .82), assurance (M = 4.92, SD = .84), and tangible (M = 4.89, SD = .84)
respectively and the overall perceptions mean scores was 4.93 with SD = .74.
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Table 3
Reliability Analysis and Rank Order on Mean scores for the Service Quality Perceptions (N=302)
Rank
1
2
3
4
5

Dimensions
Responsiveness
Empathy
Reliability
Assurance
Tangible
Overall

Coefficient α
.86
.90
.87
.87
.87
.96

n
302
302
301
302
301
300

Number of Items
4
5
5
4
4
22

Mean
4.96
4.94
4.94
4.92
4.89
4.93

SD
.81
.84
.82
.84
.84
.74

Min
1
1
1
1
1
1

Max
7
7
7
7
7
7

Service Quality Gap
Paired Sample t-tests were conducted to compare the gap between expectations and perceptions.
Subsequently, the t-values of all five dimensions as well as the overall service quality showed
significant differences. The five dimensions mean differences ranged from -0.71 to -0.89, with an
overall mean difference of -.83 (see table 4). Moreover, the reliability dimension of service quality
received the highest mean differences (MD = -.89, SD = .98) followed by responsiveness (MD = -.87,
SD = .91), assurance (MD =-.85, SD = .94), empathy (MD = -.84, SD = .88), and tangible (MD = -.71,
SD = 1.02) respectively.
Table 4
Rank Order on Members’ Mean Differences for Service Quality
Rank

Dimensions

MD

SD

dƒ

t

p

1

Reliability

-.89

.98

300

-15.72

.00*

2

Responsiveness

-.87

.91

301

-16.52

.00*

3

Assurance

-.85

.94

301

-15.79

.00*

4

Empathy

-.84

.88

301

-16.60

.00*

5

Tangible

-.71

1.02

300

-11.96

.00*

Servqual Overall

-.83

.80

299

-17.94

.00*

Note. *p < .05, 2-tailed
Gender by Facility Management System Effects of Service Quality Expectations and
Perceptions
Two by two Factorial Analysis of Variance (ANOVA) tests were performed to identify the differences
between Gender and Facility Management System as regards service quality expectations, and
perceptions. Neither Gender nor Facility Management System had a statistically significant impact
on service quality expectations. Instead significant differences were found in all service quality
perceptions dimensions and overall service quality perceptions. The main effects were found
significant between Facility Management System on reliability (F = 7.01, p < .01), responsiveness (F
= 18.11, p < .00), empathy (F = 16.18, p < .00), assurance (F = 17.61, p < .00), and overall perceptions
(F = 15.99, p < .00). Hence, outsourced Facility Management System had higher service quality
perceptions than in-house Facility Management System.
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Table 5
Mean scores for the Service Quality Perceptions by Facility Management System
Facility Management System
In-house

Outsourced

Dimensions

Mean

SD

dƒ

p

Mean

SD

dƒ

Reliability

4.82

.86

155

.00*

5.07

.75

146

.00*

Responsiveness

4.77

.84

155

.00*

5.15

.73

147

.00*

Assurance

4.73

.85

155

.00*

5.12

.78

147

.00*

Empathy

4.75

.86

155

.00*

4.22

.76

147

.00*

Tangible

4.73

.82

154

.00*

5.05

.83

147

.00*

Servqual Overall

4.77

.77

154

.00*

5.10

.68

146

.00*

p

Note. *p < .05, 2-tailed

Table 6
ANOVA Summary for Reliability Service Quality Perceptions by Gender and Facility Management
System
Source

SS

df

MS

F

Gender

5.91

1

5.91

.91

Facility Management System

4.58

1

4.58

7.01*

Gender × Facility Management System

1.97

1

1.97

2.9

Error

194.10

Note. *p < .05, 2-tailed
Table 7
ANOVA Summary for Responsiveness Service Quality Perceptions by Gender and Facility
Management System
Source
Gender
Facility Management System
Gender × Facility Management System
Error

SS

df

MS

F

1.54

1

1.54

2.50

11.12

1

11.12

18.11*

.17

1

.17

.28

182.92

Note. *p < .05, 2-tailed
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Table 8
ANOVA Summary for Empathy Service Quality Perceptions by Gender and Facility Management
System
Source
Gender
Facility Management System
Gender × Facility Management System
Error

SS

df

MS

F

.21

1

.21

.31

10.75

1

10.75

16.18*

1.07

1

1.07

1.61

198.10

Note. *p < .05, 2-tailed
Table 9
ANOVA Summary for Overall Service Quality Perceptions by Gender and Facility Management
System
Source
Gender

SS

df

MS

F

.96

1

.96

1.65

Facility Management System

8.36

1

8.36

15.99*

Gender × Facility Management System

1.47

1

1.47

2.81

Error

154.79

Note. *p < .05, 2-tailed
Table 10
ANOVA Summary for Assurance Service Quality Perceptions by Gender and Facility Management
System
Source
Gender
Facility Management System
Gender × Facility Management System
Error

SS

df

MS

F

3.22

1

3.22

4.91*

11.56

1

11.56

17.61*

1.24

1

1.24

1.89

195.64

Note. *p < .05, 2-tailed
Additionally, the main effect of gender was significant (F = 4.91, p < .03), suggesting that the
assurance service quality perceptions in females (M = 5.02, SD = .87) were greater than males (M =
4.83, SD = .79). Correspondingly, an interaction effect existed for tangible service quality perceptions
(F = 4.75, p < .03). The significant interaction was investigated further by evaluating the simple
main effects of Facility Management System separately for males and females. For females,
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outsourced Facility Management System led to higher tangible service quality perceptions than inhouse Facility Management System (F = 15.73, p < .00). For males, Facility Management System
had no effect (F = .75, p = .39).
Table 11
ANOVA Summary for Tangible Service Quality Perceptions by Gender and Facility Management
System
Source
Gender

SS

df

MS

F

.20

1

.20

.30

Facility Management System

7.78

1

7.78

11.60*

Gender × Facility Management System

3.19

1

3.19

4.75*

Error

199.24

Note. *p < .05, 2-tailed
Figure 1.
Tangible Service Quality Perceptions by Gender and Facility Management System

89

Journal of Applied Marketing Theory
Vol. 7 No. 1, Page 80 - 94, April 2017

ISSN 2151-3236
DISCUSSION
All the scores of the service quality gap in the five service quality dimensions were negative in both
public and outsourced sport centers. The mean scores of perceptions were significantly lower than
the expectations, which implied that the service received by the consumers was below their expected
standard. In addition, the results showed that there were no significant mean differences on the five
service quality dimensions expectations and overall expectations scores between the public and
outsourced sport centers. This might be due to the consumer’s lack of sufficient channel to realize
there were two different Facility Management Systems. Therefore, the consumer would have the
impression that sport centers were managed by the LCSD exclusively. Williams and Buswell (2003)
found similar implications in public sector golf courses.
On the other hand, significant mean differences were found between public sport centers and
outsourced sport centers in all service quality dimensions perceptions (assurance, empathy,
reliability, responsiveness, and tangible) and overall perceptions scores. This implied that the
performances of outsourced sport centers were better than the LCSD in-house managed centers.
Results from the current study showed that the outsourced Facility Management System received a
higher satisfaction from the consumers in public sport centers. The high satisfaction that was
achieved could be credited to the comprehensive and effective supervising and rewarding system of
the LCSD, which ensured vendors were fulfilling their duties efficiently and effectively. The vendors
needed to be equipped with rich experiences and knowledge in facility management, and have gone
through a rigid selection process to obtain the LCSD facility management contracts. To ensure
consumer satisfaction, the LCSD regularly reviewed the performance of vendors, and consumers
could also act as inspectors to the performance of vendors by providing feedback to the LCSD.
IMPLICATIONS FOR MARKETING PRACTITIONERS
For a business to be successful in the venture of outsourcing, it is necessary for them to be
conscientious of the group in which they chose to outsource to. To implement outsourcing is to
transfer business processes from one company to another, giving the opportunity for a company to
become more flexible in their business practices (Kurdia et al., 2011). The service of outsourcing
allowed the sports facility to reach their objectives and goals by being able to develop a stronger
scope in the services they provide (Ikerionwuc, et al., 2014).
During the process of outsourcing facility management, it was necessary to be aware of the
influencing factors such as the specific features of the outsourced service providers (i.e. industry,
size, region, organizational structure in itself, etc.), the type of activities being outsourced, financial
budget, and type of outsourced relationship needed. Moreover, sport facility managers need to give
their attention to government and legal concerns, managing security and confidentiality,
management policies and procedures, and lastly, ensure that the outsourced service providers
selected have qualified employees to manage the sport facility.
To be successful in outsourcing, facility managers needed to maintain a positive relationship with
the outsourced service providers. If a negative relationship existed between the facility managers
and the outsourced service providers, the quality of work would be reduced due to lack of morale.
Moreover, quality of service was compromised if the outsourced provider was not receiving fair
payments, which would lead to an unsuccessful attempt to outsource. Therefore, it was important
that sport facility managers did not focus solely on money but rather focused on a more cooperative
nature to ensure a healthy relationship.
From a financial perspective, the decision to outsource was warranted when it would save money
and time. However, sport facilities managers may have overlooked the hidden costs, such as, the
legal fees, time and effort incurred when getting the contract signed between companies. Moreover,
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it would be unwise to choose to outsource a service that lies in a monopolistic market due to an
inflexible price. On the other hand, it makes perfect sense to outsource a service that lies in a market
with many competing firms.
Managers had to make sure outsourcing was done using a group decision making perspective to
ensure that all perspectives of the market are being observed (Kahraman et al., 2009). When group
decision making was achieved, external services tended to have a higher quality than those done
internally or in-house (Braun et al., 2011). This concept can specifically be applied to sport facilities
by using group decision making to observe the market for the outsourced service. For example, if the
facility manager was close friends with the owner of the only cleaning service provider in the area
and wanted to contract them to clean their facility, it would be vital that other unbiased members of
the facility compare the provider’s price to similar providers to ensure that they cannot provide the
service in-house at a cheaper or similar cost.
From a service quality perspective, outsourcing has the potential to increase quality by freeing
employees from tedious tasks in order to allow more concentration on core activities (Dolgui and
Proth, 2013). Facility management outsourcing is not as simple as paying somebody else to do your
work. When the transition from in-house work to outsourcing takes place there is often some
confusion over expectations that can lead to a reduction in service quality. Moreover, the outsourced
service provider might not be only providing services for your organization. They could provide
services for other organizations such as YMCA, California Fitness and SnapFitness, etc. Thus, the
outsourced service provider could be attending to the needs of several companies and may not be
completely dedicated to your company. Therefore, the sport facilities manager need to ensure the
outsourced service provider understand the mission, objectives and goals of the facilities.
There is always the possibility that the outsourced service provider will perform sub-par work and
taint the reputation of the sport facility. Consequently, sport facility managers need to set up a
measurement standard to evaluate and control the quality of service performance of the outsourced
service provider regularly. When doing so, managers must include customer expectations and ensure
that the outsourced company understands that these expectations must also be met.
Another factor that would ensure quality remains high, was in the skill levels of the outsourced
service providers. While making decisions on outsourcing, facility managers are recommended to
focus on finding the right skills, rather than solely achieving short-term cost savings. It was vital
that the outsourced service provider being chosen had an experienced and highly skilled staff that
was capable of providing quality work for a reasonable price. Moreover, facility managers would have
the opportunity to gain access to external skills and technologies used by the outsourced service.
In conclusion, outsourcing can be a very helpful business strategy when conducted correctly. Sport
facility managers often overlooked the outsourcing opportunity as they worried about losing control
of all the facilities. Indeed, sport facilities did not have to outsource all activities, they could choose
to use both in-house and outsourcing based on various situations. Sport facilities could outsource
specific areas such as concessions, security, crowd control and janitorial service rather than the
entire facility. Outsourcing selectively gave sport managers more flexibility in business practices.
However, there is no standard practice of outsourced sport facilities that is guaranteed to be
successful. The specific situation must heavily considered when making the decision to outsource
management and labor. A facility manager must weigh the strengths, weaknesses, opportunities,
and threats of their facility specifically when making a decision. Also, the scope of outsourcing needs
to be clearly defined. For example, is the entire facility being outsourced or just a few of its
dimensions? These situation specific aspects must be considered long before the decision is reached
to outsource a sport facility.
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